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Abstract 
This research is a replication study from an original journal article originated and written in Finland 
by Juha Munnukka, Outi Uusitalo & Hanna Toivonen (2016), entitled “Credibility of a peer 
endorser and advertising effectiveness”. This study investigates millennial respondents’ attitude 
towards advertisement based on their perception of the endorser’s characteristics. The study 
utilizes quantitative approach through survey as data collection method. The findings suggest that 
endorser’s characteristics have significant positive influence towards attitude towards the 
advertisement, with the exception of similarity.  
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1.Introduction 
This research is a replication study from an original journal article originated and written in Finland 
by Juha Munnukka, Outi Uusitalo & Hanna Toivonen (2016), entitled “Credibility of a peer 
endorser and advertising effectiveness”. 
A brand possibly adds value and emotional bonds with its customers through its personality that stands out 
from other similar brands or products (Cohen, 2011). What differentiate a regular brand and a luxury brand 
are the perceived values and images in consumers’ minds that comprise the level of price, quality aesthetics, 
rarity, and extraordinariness of a specific product or brand (Heine, 2012). Luxury has become anything that 
is more than a necessity and ordinary, it could be associated with ‘dream’ because it is above the regular 
desire. The word luxury refers to a higher price above standard and expected to deliver unexpected quality 
and a long-lasting use (Cohen, 2011). 
Cosmetics can be distinguished into several types based on the background of the brands; many 
cosmetic companies are expanding their target consumers by producing premium versions. 
Moreover, fashion line designers such as Marc Jacobs, Tom Ford are starting to approach cosmetic 
consumers by offering premium cosmetic beauty products (Barker, 2013). According to Deloitte 
3
list of global luxury brands, Esteé Lauder Companies achieved third spot on the top ten ranking 
with over $10 million sales for fiscal year 2014 (Utroske, 2016). 
There is a shifting process of luxury products purchase from mature Baby Boomers who are born 
between 1946 – 1964 to Millenials who are born between the year 1980 – 2000. Those luxury 
brands are suggested to develop strategies to bridge the shift towards the current and next 
Millenials market (Danziger, 2015). One of the strategies conducted by luxury companies is by 
using celebrity as the endorser of their particular products, as it is not a new phenomenon, there 
are many histories of brands using celebrities as the product introductions or mascots to the 
audience (Sharma, 2015). Celebrities are often valuable to some certain brands in the luxury 
fashion sector; it is believed that celebrities have the role in making and breaking a brand. Various 
factors in choosing a celebrity as an endorser to make sure the strategy will work. It is important 
to understand the deep value of celebrity endorsement (Okonkwo, n.d.). Celebrities come from 
different backgrounds and may be influential in different facets among society, ranging from 
movies, sports, cultures, politics, arts, music, and even religion. The use of celebrity as endorser 
and brand message communicator of luxury brands has doubled within the past ten years 
(Okonkwo, n.d.). To another extent, using celebrity as a tool is believed to boost brand awareness 
globally and help companies with their positioning strategy along with sustaining the brand’s aura among 
public (Okonkwo, n.d.).  
As sales of luxury goods in Indonesia are increased by 84% according to 2016 Asia Luxury Index 
(Rahmiasri, 2016), the upper middle-income consumers are proven to be consumptive in 
purchasing branded and luxury goods. Therefore, due to the high demand, the distribution of 
luxury goods is increasing in Indonesia (Euromonitor International, 2015)  
Various strategies are conducted by luxury brands, such as endorsement strategy and through the 
use of endorsement; awareness and sales are acquired among audience. Audiences’ attitude 
towards endorsements is often measured to know effectiveness. It is important to choose the right 
endorsers who may influence their attitudes toward the advertising (Ofori-Okyere & Asamoah, 
2015).  Different attitudes are revealed in accordance to the congruence of the endorser and the 
product, or the relevancy and consistency of the characteristics of the spokesperson to the brand 
attributes. There are some studies that believe in trustworthiness as a necessity of an endorser, 
some other studies claim other aspects such as expertise and attractiveness of endorsers (Ofori-
Okyere & Asamoah, 2015). 
The various types of endorsers may have different impacts, depending on who the endorsers are, 
whether or not they are relevant with the products they are appearing for, in this case, the majority 
of endorsers for cosmetics are celebrities with high-profile beauty that would gracefully represent 
the products (Passikoff, 2010). Global cosmetic brands such as Estee Lauder, Chanel, Maybelline, 
Clinique with various price range use celebrities as  endorsers who appeared in advertisements 
(Passikoff, 2010).  
Selection of an endorser can be challenging, as an endorser’s characteristics will possibly impact 
the brand in many ways depending on how audience will perceive the message delivered by the 
endorsers (Jain, 2011).  
An issue back in 2008 that happened to one of luxury cosmetic brands when choosing an endorser 
to represent the beauty and graceful brand, Christian Dior, caused an advertisement that was 
endorsed by Sharon Stone taken down due to her behavior on reacting to the natural disaster that 
happened within the year (Stampler, 2012). The opposite happened to Estee Lauder who enlisted 
a young and youthful model, Kendall Jenner who is worth $17 millions to endorse the cosmetic 
products (Robehmed, 2016), and this believed that the selection of endorser is due to the relevance 
of the company’s target market, which are the younger generation called “the Instagram 
generation” by utilizing the matching endorser (Maloney, 2016).  
The action caused an increase of Estee Lauder Company’s sales by 6 percent after the action of 
model selection (Mau, 2016). There are many more companies utilizing the endorsement strategy, 
however, the question on how impactful will the endorsers be and how positive or negative will 
they bring the products to society within the credibility.  
2. Literature Review 
2.1 Attitude  
Attitude is defined as a tendency of negative or positive responds and choice of action towards 
certain idea, object, person or situation, in other words, a readiness of the psyche in reacting in a 
specific method (Jain, 2014). Attitude toward advertisement can be defined as a predisposition in 
responding a positively or otherwise to a particular exposure situation of an advertisement (Sallam, 
Algammash & Fahad, 2016).  Attitude is an important factor in marketing domain that researchers 
have been attempting to understand the reaction among audience towards advertisement and how 
this can influence behaviors (Jatto, 2014). Attitude is chosen to be a tool to measure the 
effectiveness of advertising (Ofori-Okyere & Asamoah, 2015). 
As attitude can be a usable tool in predicting behaviors of consumers that may link to individual’s 
purchase intention, celebrities are often used and incorporated within campaigns in order to create 
positive attitudes toward products. Therefore, monitoring properly the efficiency of advertising 
when using celebrities as endorsers is a vital activity (Ofori-Okyere & Asamoah, 2015). A brand 
value can be influenced or added by celebrities immediately, legitimacy of a brand may convey 
from the celebrity endorsement without changing the product details at all (Olenski, 2016).  
 
However, using endorsers in advertising luxury products may also cause pitfall with various 
disadvantages that neglect the expected benefits, some celebrities may instead damage brand 
reputation due to backgrounds or scandals and controversies happened in the past (Ofori-Okyere 
& Asamoah, 2015). Highly paid celebrities may cause loss of brands when the strategy is proven 
not effective, or in other words, failure in ROI (return of investments) (Ofori-Okyere & Asamoah, 
2015). 
 
Therefore, it can be hypothesized that; 
H1: Attitude toward an advertisement has a positive effect on attitude toward the brand. 
 
2.3 Endorser Trustworthiness 
Trustworthiness can be defined here as the communicator’s, or in this case, spokesperson’s intent 
to transmit accurate information with honesty rather than deception in communicating the 
information (Priester & Petty, 2003). An endorser’s trustworthiness may affect the likelihood of 
an individual to be persuaded, since an endorser’s trustworthiness is linked to the validity of 
information being delivered to the audience (Priester & Petty, 2003).  Delivering truthful 
information is therefore important to achieve receiver’s trust, if a spokesperson communicates 
properly, there will be high possibility of receiver to perceive endorser as trustworthy (Munnukka, 
Uusitalo, & Toivonen, 2016). Trustworthiness can be affected negatively when audience finds out 
that an endorser benefits or takes advantage out of recommending a product (Munnukka, Uusitalo, 
& Toivonen, 2016). 
Thus, it can be hypothesized that:  
H2: The more trustworthy an endorser of an advertisement is perceived to be, the more positive 
the attitude toward the advertisement will be.  
2.4 Endorser Attractiveness 
Attractiveness of an endorser is one of the contributors to the advertisement’s effectiveness 
(Munnukka, Uusitalo, & Toivonen, 2016). Source attractiveness is mainly related to physical 
attributes or appearance of the endorser, such as whether the endorser is physically attractive or 
not, is elegant and considered likeable (Ofori-Okyere & Asamoah, 2015). Attractiveness are 
related to three factors which are, similarity, familiarity, and likability. Similarity is understood as 
the similarity of the source and the recipient, shown by prior research that similarities between 
individuals may increase the likability of those who are related (Munnukka, Uusitalo, & Toivonen, 
2016). 
Some research found that attractiveness of endorser positively influences advertising credibility 
when the product is related to the source’s physical appearance (Munnukka, Uusitalo, & Toivonen, 
2016). Cosmetic products for example, often use endorsers who are attractive enough to be liked 
by advertisement audience, although there are some studies that suggest that attractiveness may 
cause less effect on the message’s credibility linking to no buying behavior (Munnukka, Uusitalo, 
& Toivonen, 2016).  
Therefore, it can be hypothesized that:  
H3: The more attractive an endorser of an advertisement is perceived to be, the more positive the 
attitude towards the advertisement will be.  
2.5 Endorser Expertness 
Expertness or “authoritativeness” (Sertoglu, Catli, & Korkmaz, 2014) referred to be the perceived 
competence in making a claim through endorser’s knowledge, experience or skills, though, 
according to some studies, these might be less important than the consumers’ perception itself 
(Munnukka, Uusitalo, & Toivonen, 2016). To another extent, it is also a degree where endorser is 
expected to perform an adequate knowledge, or experience in promoting the product (Sertoglu, 
Catli, & Korkmaz, 2014). Celebrities may have the image to have more expertise than other 
spokespersons and demanded to have higher validity of assertions (Sertoglu, Catli, & Korkmaz, 
2014). 
Therefore, it can be hypothesized that:  
H4: The higher the perceived expertness of an advertisement endorser, the more positive the 
attitude towards the advertisement will be.  
2.6 Endorser Similarity 
In terms of demographic or ideological aspects, if similarities occur between endorsers ad the 
receiver, there is higher possibility for the related endorser to achieve bigger likability among 
audience (Munnukka, Uusitalo, & Toivonen, 2016). Similarity also described as the resemblance 
that occurs between source and the receiver of the message, in other words, the receiver here is 
able to relate himself or herself to the source (Hoekman, n.d.). Empathy sometimes is the tool to 
persuasively increase the similarity level and to create a bond between source and receiver, 
companies sometimes tend to pick relatable endorser, which is not celebrity, in order to create ease 
for consumers to relate and identify themselves (Hoekman, n.d.).  
Thus, it can be hypothesized that: 
H5: An endorser’s similarity to the consumer positively affects consumer attitudes toward 
advertisements. 
3. Research Methodology  
In this study, the researchers use quantitative approach using survey to collect data to conduct the 
main research with variable measurement in testing the usability of the developed hypotheses. The 
unit of analysis are females who belong to generation Y or millenials cohort, who are aware of the 
existence of luxury brands or have seen the advertisement of luxury cosmetics, and those 
Indonesian luxury cosmetic consumers who are categorized as emerging affluent class in Indonesia 
(with 5 – 8 million monthly spending in IDR), affluent class people (with 8 – 30 million monthly 
spending in IDR), and high-net worth group (with more than 30 million monthly spending in IDR) 
who have the capability to purchase and consume luxury goods in Indonesia (Shekhawat, 2014). 
The questionnaire has four separated sections; first section containing an advertisement of luxury 
cosmetic brand to be shown to respondents, a cover page section, a video ad of Estee Lauder as a 
luxury cosmetic brand endorsed by Kendall Jenner on purpose to receive real time answer of 
respondents reacting to the video and to know how far is the exposure and the impact of this model 
when representing product of luxury cosmetic brand, followed by filter questions that were 
supposed to make sure that the respondents paid attention to the provided video ad, demographic 
questions section, and variable-related questions. The cover-page contains the study’s objective.  
The advertisement of luxury cosmetic brand, which are from Estee Lauder, was revealed to the 
respondents in the beginning to complete the survey. Esteé Lauder advertisement was chosen by 
the author due to the 10% increase in sales after publishing several ads in one year and different 
quartile, using a 22-year-old model who is also popular as a reality show celebrity; Kendall Jenner 
(Miller, 2016).  
After seeing the advertisement, respondents were expected to fill the filter questions to confirm 
that they are familiar with the model depicted on the advertisement. Continued with completing 
demographic questions, consisting age, spending level, and the amount of money they are willing 
to pay for luxury cosmetic product, continuing to the topic or advertisement-related questions, 
which developed in conjunction to the variables, involving; attractiveness of endorser, similarity 
of endorser, trustworthiness of endorser, expertness of endorser, attitude toward advertisement, 
product involvement, and product experience toward brand attitude. The result of the questions 
were analyzed to determine the relationship of the dependent variables with the independent 
variables.  
 
4. Findings and Discussion  
In total, this study yielded 150 respondents from Millenial customers. The data gained from the 
respondents was processed using SPSS software. Two tables below show hypothesis testing of this 
study.  
Table 4.1 First hypothesis testing 
Dependent 
Variable  
Independent 
Variable 
R Square β ANOVA Significant Result 
   Constant 
1.706 
0.000   
Attitude 
toward 
Brand 
Attitude toward 
Advert 
0.532 0.566 0.000 H1: 
Supported 
 
Table 4.2 Second hypothesis testing  
Dependent 
Variable  
Independent 
Variable 
R Square β ANOVA Significant Result 
  0.567 Constant 
-0.492 
0.000   
Attitude 
toward 
Advert 
Trustworthiness 0.133 0.002 H2:  
Supported 
Similarity 0.131 0.128 H3:  Not 
supported 
Expertness 0.138 0.013 H4: 
Supported 
Attractiveness 0.659 0.000 H5: 
Supported 
 
The findings on the study suggest that the trustworthiness of an endorser of a luxury cosmetic 
product affects consumer attitudes towards advertisements. The finding is aligned with the finding 
of the previous research which indicates that trustworthiness affects how consumers reach or form 
perception towards advertisement of luxury cosmetic product (Munnukka, Uusitalo, & Toivonen, 
2016). Trustworthiness may increase the likelihood of the advertisement’s targeted audiences to 
be persuaded (Priester & Petty, 2003). When the audiences perceive that the endorsers are being 
honest about the products that they are endorsing, they are more likely to also have positive attitude 
towards the products. This concludes that an endorser who will perform well in delivering the 
message for luxury cosmetic brand is the endorser who is trusted by the society 
The expertness of the endorser has significant positive impact to the respondents’ attitudes toward 
the advertisement. The finding concludes that Indonesian females whose ages are between 23 – 40 
years old behave positively when the endorser of the ad is considered to be an expert in conjunction 
to the product that is being advertised. In accordance with the previous study, which also showed 
the same result that there is a significant influence of expertness of the endorser towards audiences’ 
attitude toward advertisement (Munnukka, Uusitalo, & Toivonen, 2016). The expertness refers to 
the competence of the endorser to create the image of being compatible to represent the product 
(Munnukka, Uusitalo, & Toivonen, 2016).  
A high-end model like Kendall Jenner from the Kardashian - Jenner family can be seen as being 
an expert to represent the lipstick product, as her profession may necessitate her to wear cosmetic 
products and therefore it is expected that she has sufficient knowledge about the product.  
The similarity of an endorser reflects how similar and relatable is the endorser to the audience, In 
the previous study, the finding indicates that the similarity of an endorser is when the audience can 
relate themselves in terms of demographic or ideological aspects, the more similar aspects between 
audience and endorser, the more likelihood appears when advertising a product (Munnukka, 
Uusitalo, & Toivonen, 2016). In this case, similarity was not found to have a significant positive 
influence towards the consumer attitudes towards the advertisement among the female millennial 
in Indonesia, possibly due to the endorsement utilized in the luxury cosmetic product 
advertisement may not be seen as relatable by all segments among the author’s scope of 
respondents. 
Conclusion  
Credibility of endorsers for luxury cosmetic brands such as trustworthiness, attractiveness, and 
expertness based on the findings of this study is crucial. However, similarity of an endorser for 
luxury cosmetic does not affect how the audiences’ attitudes will be toward the advertisement. 
Therefore, using attractive well-exposed supermodels with positive background and relatable 
market; meaning the product being endorsed and the expertise are aligned, will be helpful to boost 
the consumers’ attitude towards the brand. 
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